Objectives: To analyze the association between exposure to mass media and use of contraceptive.
Introduction
In most societies at present and recent past, men have been considered to dominate the family decision, including the decision to use contraceptives. However, men have long been neglected as a potential user of contraceptives. In spite of tremendous achievement in the use of contraceptive among Nepalese people, male involvement is only 10.2 percent against a total of 40.69 percent. 1 This shows that large number of male partner yet not motivated to adopt contraceptive methods in practical life. The need and importance of promoting male contraceptive methods as well as the responsibility of male in sharing burden of contraception are now being advocated.
Boarding contraceptive methods for men to promote the male participation and their responsibilities is a priority area for the services delivery program and for contraceptive research and development activities. Mass media plays a vital role in disseminating the message to the population. Mass media have been used in social marketing programs designed to disseminate message of family planning. Family planning communications publicity has been shown to increase contraceptive use, but it remains unclear whether exposure to messages about contraception through multiple media sources has a greater impact than exposure through one medium. More information is needed about the effectiveness of these action and the mechanisms through which they influence behavior.
This study tries to seek to determine whether people's recent exposure to family planning messages in the media, as measured by their recall of these messages, has any effect on their current contraceptive use, spousal approval of family planning, discussions with their spouse about family planning or visits to a family planning service site.
The main objective of the study was to analyze the association between exposure to mass media and use of contraceptive. This study also aims to find out socio-demographic characteristics of the respondents and examines the association between demographic characteristics and exposure to media messages about family planning.
Materials and Methods
This is a cross sectional descriptive study conducted in Hatiya VDC of Makawanpur. By using the formula n=Z2pq/ d2, the sample size was determined. Three hundred and eighty seven (387) married male, whose wives are in reproductive age (15-49 yrs), were purposively selected and interviewed through semi-structured questionnaire. As the sample size was 387 and the selected village has nine wards, 43 samples from each ward were taken.
Background variables like age, religion, occupation, total monthly income, number of children, education level of the respondents and his wife that are often associated with contraceptive behavior and media habits were used in the analysis. Respondents were asked whether they had heard, seen or read any family planning messages in any media channels-electronic media like radio/ television and print media like news paper/poster/pamphlets/wall chart.
All the data collected from the fieldwork were coded, entered into SPSS database and then analyzed by SPSS 13.0. Results were obtained by the frequency distribution and cross tabulation of the variables. Cross-tabulation and association were determined using chi-square test.
Results
Three hundreds and eighty-seven married men were interviewed to find out the impact of mass media in using contraceptives.
Socio-demographic Characteristics
Most common socio-demographic characteristics such as age, caste, religion, educational status occupation, income, number of live children are enumerated in table no 1.
The age of the respondents varies from 21 to 49 years. Majority of the respondent (50.9%) were between the ages of the 31 to 40 years. The mean age of the study population is 33.48 years with standard deviation 6.164. Majority of the respondents i.e., 87% follow Hindu religion, 54.3 % had passed the SLC and above, 51.7% were farmer, 45% respondents had less than the Rs.2000 income per month and 53.5% have less than two children.
Among the contraceptive users, 50% of respondents between 31-40 years age group, 83.9 % Hindus were currently using contraceptive. Most of the respondents who were engaged in private jobs were using contraceptive followed by government employee. In this study, it is found that 53.6% of the respondents having monthly income more than Rs.4000, 89.3% of respondents who passed school leaving certificate (SLC) and had formal education were currently using contraceptives. Among the respondents having less than two children, 53.6% were using the contraceptive methods and 32.1% amongst those having 3-4 children but the association between use of contraceptive and number of live children was not significant (Table 1) .
Exposure to Media Sources of Family Planning Messages
The electronic media, such as radio and television were found important for communicating message about family planning. Majority of the respondents i.e., 90.2% were exposed to electronic media where as 64.3% of the respondents were exposed to print media.
Respondents were asked if they had heard a message about family panning message in the mass media. Especially, in this study area electronic mass media such as the radio and television was the most widespread source of family planning information, reaching 90.2% of respondents. Roughly half of those identify radio as a source of family planning messages. Almost as many respondents (33.1%) reported seeing family planning messages in newspapers 26.4% expose to poster, pamphlets and 53.2% of the respondents were exposed to wall chart (Table 2 ).
Relationship of Mass Media and Use of Contraceptive
Contraceptive knowledge and use were closely associated with exposure to media messages about family planning. Of those respondents who recalled family planning messages in the media, nearly all (91%) had heard of at least one modern contraceptive method. In contrast, only 61% of the respondent who could not recall any such messages had heard of any modern method (Table 3) . Similarly, current use of modern methods was far greater among respondent who recalled family planning messages than among those who did not. Among the respondents who were the exposed to Mass (electronic and print) media 89.3% using the contraceptive similarly, 8.9% were using the contraceptive methods but they were exposed only to print media. Among the respondents who were exposed to only electronic media 1.8% was using contraceptive methods.
Media exposure varied according to a variety of demographic characteristics (Table 4) . Exposure was positively related to age, education level, and income. The respondents who recalled family planning messages in the media were also more likely to have discussed family planning with their partner. There was no significant difference in exposure based on number of living children.
Discussion
Many studies identified socio-demographic and other variables associated with male contraceptive use. Age, education, place of residence, number of living children and being counseled for family planning were identified as key factors determining contraceptive knowledge and use among married men in the study areas. [2] [3] [4] Out of 387 respondents, only 56 (14.5%) respondents were using condoms and vasectomy for contraception in practical life, which is little far from the Nepal Demographic and Health Survey, 2002. 5 Almost half of the respondents between 31-40 years age group were currently using any contraceptive method. The chi square test showed significance (p<0.05) between age of respondents and use of contraception.
Educational status was positively associated with higher awareness, favorable attitude and practice of family planning. 2, 6 It is found that uses of contraceptive method rise along with the educational status of the respondents which was similar to the study from Nigeria. 3 Chi-square test signifies the relationship between education and use of contraceptive (p< 0.01). Similarly, there is significant (p< 0.001) relationship between the educational attainment of respondents wife and use of contraceptive. Actual use of contraceptives varied considerably across occupations. Among the working class, prevalence is low, especially within marriage. This study shows wide variation in contraceptive uses across occupational line which is similar to the other studies. 7 The chi-square test (p< 0.001) is indicating that there is strong relationship between the occupation and the use of contraception.
This study also shows the strong relationship (p< 0.001) between poverty and use of contraceptive. Similar strong link between use of contraceptives and level of economic status were observed by Mungai. 6 The respondents who have higher number of children are less likely to use any method of contraceptives compared to the respondents with fewer number of children. The chi-square test (p>0.05) suggests that there is no significant difference between user of contraceptive and number of children.
In developing countries, many analyses of cross sectional surveys have shown strong associations between exposure to mass media and contraceptive use. [8] [9] [10] [11] [12] In this study the chi-square test result (p<0.001) indicate that there is association between mass media and use of contraceptive methods. Similar study by Piotrow et. al. 13 mentioned that exposed to mass media has increased the use of contraception in Zimbabwe. Both print and electronic media are vital reproductive health information dissemination tools. The more types of media that a man or women are exposed to, the more likely they are to practice contraception. Recent research based on nationally representative surveys confirms a strong association between exposure to family planning messages in the mass media and contraceptive use which is also similar to this study. The significant relationship persisted even after differences in age, residence and socioeconomic status were taken into account. 8 Diffusion theorists postulate that mass media affects contraceptive use by stimulating the discussion of contraceptive use between partners. 14 Studies show that informal personal appeals have a very strong effect. 15 Through sharing information and mutual feedback, people give meaning to information, understand each other's views, and influence each other. 16 Several studies have shown that discussion of contraceptive use with a partner is highly predictive of future contraceptive adoption. 12, 14 Mass media exposure significantly increased the likelihood that a man or a woman would discuss use of the contraceptives with a partner. This study also supports the result of the study by Jato et.al. 12 
Conclusion
By reviewing the study findings it can be concluded that almost all respondents know about at least one of contraceptive methods and exposure to mass media had significant association. This study found that respondents exposure to media sources of family planning messages was associated with increased contraceptive use, especially that of modern methods. For example, only 3% of respondents who had not been exposed to any family planning messages in the media were using modern methods, compared with 18% of those who had been exposed to at least one media source of family planning information.
